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Emotional appeals are frequently employed in strategic messaging by nonprofit organizations. In 
this study, I identify instances of emotional appeals in select print adverts of the Susan G. Komen 
Breast Cancer Foundation and the American Cancer Society, and use rhetorical analysis to 
explore how each organization’s tactics are strategic in their appeal to target audiences’ 
emotions. In doing so, I identify several reoccurring emotional themes—including hope, love, 
and unity—that engage their target audiences and persuade them to respond to diverse calls-to-
action. In order to make these appeals to audience emotion, the adverts employ rhetorical devices 
such as personification, metaphor, repetition, and imagery. Rhetorical analysis of the two 
organizations’ strategic messaging suggests that their calls-to-action, at least in print adverts, rely 
heavily on appeals to audience emotion.  Taken together, the data suggest that previous efforts 
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Chapter 1. Introduction  
 
According to Lee and Hong (2016), emotional appeals are increasingly employed in 
media advertising, and to good effect. In the context of for-profit businesses, such an approach 
has led to increased sales. According to Zhang et al. (2014), “emotional appeal attempts to stir up 
either positive emotions or negative ones that can motivate a particular purchase” (p. 2107). In 
the nonprofit sector, emotional appeals are also effective, but are used to achieve different 
ends—specifically, to a) increase public awareness of their work, and b) raise funds to support 
their missions. Additionally, emotional appeals serve as a method of persuasion used to 
manipulate consumers into an emotional response to a message by utilizing emotional content 
(Lee & Hong, 2016). Businesses and organizations alike, whether for-profit or nonprofit, have 
benefited from this tactic in their advertisements.  
Nonprofit organizations primarily receive funding for their operations from the 
government, private foundations, and donations from the general public. Often, when in need of 
additional funding, nonprofits raise support through campaigns, drives, and advertising. Most 
notably within the field of healthcare, nonprofits use emotional appeals to persuade consumers to 
sponsor, donate, or volunteer with their organization. These tactics are frequently used by cancer 
organizations such as the American Cancer Society (the Society) and the Susan G. Komen Breast 
Cancer Foundation (the Foundation), in order to sustain their work and missions. 
In today’s market, with all of the advances in technology, nonprofit organizations are 
able to target their audiences through inbound marketing, which is “a business methodology that 
attracts customers by creating valuable content and experiences tailored to them” (HubSpot, 
2020, para. 1). Within the framework of inbound marketing, there are three major areas: paid, 
owned, and earned media. Paid media refers to content that is purchased by a business or 
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organization to be shared with the public. Owned media refers to everything that a business or 
organization owns (i.e. its website and social media channels). Earned media refers to content 
created by consumers or experts in a given field, who provide positive or negative feedback on a 
business, nonprofit, or government entity. In addition, earned media also includes mentions in 
the press or on the radio as a result of press releases and PSAs, respectively. This study will 
focus on content created by the Foundation and the Society, specifically, paid print 
advertisements. 
By employing paid, owned, and earned media, nonprofits are able to strategically 
communicate their goals to the public in a way that is both captivating and appealing. The role of 
advertising within the realm of nonprofit organizations is imperative. Lumbres (2019) mentions 
that “advertising is meant to create a desire for something that you may not have wanted before 
or to strengthen an already present desire for a product or service […] nonprofit advertising 
would have only one goal: exposure for the cause” (para. 7).  
The focus of my study, here, is to analyze how nonprofits leverage emotional appeals in 
their strategic communication. I will do so by comparing and contrasting the emotional appeals 
made by the aforementioned organizations. While this marketing tactic plays a crucial role in the 
success of a nonprofit organization, there is minimal research on the subject matter. Previous 
literature concerning emotional appeals in nonprofit organizations is limited. Only one article 
(Vater et al., 2014) specifically addresses what cancer centers advertise to the public. Therefore, 
this study will: 1) identify the types of emotional appeals employed by the aforementioned 
organizations; 2) compare the similarities and differences between the two organizations’ 
deployment of emotional appeal; and 3) discuss the rhetorical purpose and impact of each’s 
strategic approach.   
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 In Chapter II, I identify existing research related to emotional appeals in advertising, 
nonprofit fundraising, and advertising by cancer centers. Chapter III outlines my methodology, 
rhetorical analysis, and how it is applicable to the research questions. In Chapter IV, I apply 
rhetorical analysis to print adverts in order to identify themes, appeals, and devices. Chapter V 
serves as a discussion of the findings, including a comparison of the two organizations’ tactics. 
And the final chapter summarizes my findings, recognizes the study’s limitations, and suggests 





















Chapter 2. Literature Review 
Emotional Appeals in Nonprofit Advertising 
Nonprofit organizations are tax-exempt groups under the Internal Revenue Code 
501(c)(3) and are categorized as public charities because they provide benefit to the public. 
Community foundations—organizations that typically underwrite other organizations’ 
programmatic work—are also associated with this group. While each non-profit may vary in 
their works, the common denominator is their goal to provide public benefit and some 
philanthropic assistance. Within the United States, there are thousands of nonprofit organizations 
with an array of focal points. For this study, I compare the American Cancer Society and the 
Susan G. Komen Breast Cancer Foundation. Both organizations focus heavily on research, 
community health, global outreach, funding, prevention, and patient support. 
While research regarding emotional appeals in nonprofit organizations is limited, one 
study notes that there are two types of emotional impact that should always be taken into 
account: the emotional appeal of the advertisement itself and, secondly, the emotion evoked 
(Roozen, 2013). Roozen’s study found that certain emotional appeals are less frequently 
employed in for-profit advertising (i.e. sadness), in relation to nonprofit messaging, because in 
the former case such appeals are more likely to negatively impact a business’s brand. Roozen 
notes that there is very little research on whether the type of emotion evoked in nonprofit 
advertisements ultimately affect the message’s effectiveness. Often though, nonprofit 
organizations capitalize on creating strong emotional ties. The results from Roozen’s study 
suggest that nonprofit advertisements with a sad appeal are most effective.   
Roozen (2013) also notes that “not-for-profit brands have a larger potential to connect 
emotionally to consumers than most profit brands” (p. 212), and that nonprofits can “benefit 
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from advertisements that appeal to [...] the context of a sad mood” (p. 213). Nonprofit 
organizations utilize various types of emotions in their advertisements. Feelings of happiness, 
joy, anger, frustration, hope, fear, and sadness are the most common. As mentioned previously, 
nonprofit organizations often receive funding from the government, private foundations, and the 
general public. If funding is needed, nonprofits create advertisements to gain additional support 
in lieu of government or private foundation dependence. These advertisements promote support 
of their cause through volunteering, fundraisers, and donations. 
 
Fundraising in Nonprofit Advertising 
According to the National Center for Charitable Statistics (2018), more than 1.5 million 
nonprofit organizations are registered in the U.S. This number includes public charities, private 
foundations, and other types of nonprofit organizations, including chambers of commerce, 
fraternal organizations and civic leagues. Throughout the years, the nonprofit sector has seen 
substantial growth. Yurenka (2007) explains: 
A key distinguishing characteristic of the nonprofit sector, as opposed to the for-profit 
economy, is the reliance of organizations on charitable donations as a means of providing 
goods and services. Thus, an important concern is that more organizations increase 
competition for potentially scarce donation resources. (p. 2) 
The implications associated with this render the need for innovative and strategic messaging on 
part of the nonprofit organization. The total amount of support and funding for nonprofit 
organizations is bound to increase each year. McCambridge (2019) notes, “Giving to health 
organizations is estimated to have had a flat growth of 0.1% (a decline of 2.3% adjusted for 
inflation), to $22.66 billion” (para. 16).  
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When seeking support, nonprofit organizations must remember that the most successful 
ones know their donors best (Hart, Greenfield, & Johnston, 2005). Studies have shown that in 
order for a nonprofit to be successful in fundraising, their goal must be something that serves the 
donors. The purpose in such cases, according to Hart et al. (2005), “is to match the impact that 
the donor makes with the donor’s feelings for having given” (p.113). The success or failure of a 
nonprofit organization's fundraising solely depends on the careful design of their message. Many 
nonprofits within the healthcare field utilize emotional appeals that evoke a response from the 
public to support their cause. Advertising in the nonprofit sector leads to great exposure. 
Nonprofit organizations, such as the Foundation and the Society, have dominated the 
nonprofit (healthcare) market. According to the former’s 2018 annual report, the Foundation has 
invested over $988 million dollars to research since its founding and is now the largest breast 
cancer research portfolio of any nonprofit and second to the U.S. government. In addition to this, 
the Foundation’s fiscal report revealed that the nonprofit received 175,549,755 dollars from its 
public supporters. Similarly, the Society’s in its 2018 annual report grossed over $728 million 
dollars through fundraising/funding from the public. 
Missional awareness within the framework of nonprofit organizations is vital for sharing 
their message and increasing support. Nonprofit organizations in their strategic approach and 
messaging often relay their intent in two ways, through a call-to-action (i.e. donate now) 
or raising awareness. As noted above, health care organizations have had flat growth and are in 
need of support. Based on figures provided by the National Center for Charitable Statistics, 
nonprofit organizations have seen very little increase in charitable giving during 2014-2017. 
Specifically, within the health-care nonprofit organizations, raising awareness not only provides 
educational benefits but it also allows these organizations to gain additional funding (donations). 
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This was seen in the case of Avon’s Breast Cancer Crusade, campaign that promoted women’s 
health and focused on raising breast cancer awareness. Avon created awareness through 
educational promotions and fundraiser walks. In response to this, the campaign generated a 
larger following and donations. Daw (2006) concluded that “the value of the promotion and 
awareness created through the program made a major promotional contribution to the profile of 
the issue of breast cancer -- one that is difficult to value financially” (p. 14).  The implications of 
this indicate that missional awareness for these organizations plays a vital role in the outcome of 
its efforts.  
Advertising by Cancer Societies 
The Annals of Internal Medicine Journal provide some insight concerning the nature of 
content delivered to the public by cancer centers. With the rapid yearly increases in cancer 
diagnosis there is a greater demand for cancer care. Studies have shown that “more than 1.6 
million new cases of cancer are diagnosed each year, and an aging population is expected to 
contribute to a 45% increase in cancer incidence by 2030” (Vater et al., 2014, p. 813). With these 
factors in mind, cancer societies have the ability to market their services in a way that appeals to 
the masses, whether diagnosed with this illness or not. Marketing efforts of these large, U.S.-
based cancer centers focus on traditional public-facing advertising channels. These marketing 
efforts are largely successful. Data collected by Vater et al. (2014) report that over 86% of cancer 
patients cited exposure to marketing that featured products and services related to their specific 
cancer types. The same study showed that 102 cancer centers placed over 400 ads in top media 
markets. Some advertisements displayed methods of treatment, while others promoted messages 
of support for its patients and their families (Vater et al., 2014). Whether for-profit or not-for-
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profit, cancer centers utilize their platform in a way that is both invoking and appealing to the 
masses.  
As noted above, cancer centers and nonprofit organizations utilize emotional appeals in 
their advertisements. The aforementioned study (Vater et al., 2014) found that emotional appeals 
were employed by cancer research centers in 85% of their advertisements. Generally, when 
thinking of cancer advertisements, there are negative thoughts or feelings of sadness associated 
with them. However, this study found that the emotional appeals advertised by the cancer centers 
evoked feelings of hope and survival. Vater et al. (2014) found that “emotional appeals were 
more commonly related to survival or potential for cure rather than comfort, quality of life, or 
patient-centered care. Sixty-one percent of advertisements used language that evoked hope” (p. 
816). Further studies showed that advertisements referred to cancer as a fight or battle, while 
there were others that evoked fear. 
Emotional appeals aim to stimulate the consumers’ emotional response (Zhang et al., 
2014). The types of emotional appeals used by cancer centers in advertisements usually take on 
two forms of persuasive technique (1) those that focus on survival, and (2) those that focus on 
the quality of life. Those that fall into this first category evoke emotions that are happy, hopeful, 
and use fighting language (battle, fight), evoke fear, and sadness. Those that focus on the quality 
of life place emphasis on individualized care and the involvement of the patient’s loved ones. 
Cancer centers utilize all of these types of emotions in their messaging in hopes of stirring up an 
emotional response from the public (Zhang et al., 2014). 
The determining factors surrounding one’s emotional response would be based on what 
matters to the individual or their level of concern for cancer when reviewing the advertisement. 
Brennan and Binney (2009) found that “the link between emotional arousal, attitude formation 
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and behavioral compliance is still theoretically problematic with only tentative links drawn 
between attitudes and intent” (p. 141).  Based on the successes of cancer centers and cancer 
related nonprofit organizations, it can be said that their marketing tactics and use of emotional 
appeals in their strategic communication have led to their success. These advertisements 
published by these centers often prompt the public to support by way of donations, fundraisers, 
and voluntary work. 
Though scholarship is limited regarding emotional appeals in nonprofits’ strategic 
communications, the application of emotionally charged messaging is prevalent in practice. 
Evoking various emotions and having an understanding of what determines emotions have 
helped nonprofit (cancer) organizations in constructing ideal advertisements. This study will 
employ rhetorical analysis to explore two cancer organizations’ strategic appeals to their target 
audiences’ emotions. While all three elements of the rhetorical triangle-- which I discuss in the 
next chapter—will play a role (ethos, pathos, and logos), the focus will be on pathos; that is, 
instances in which the intended effect is to alter the emotional state of the audience, which in 
turn will raise missional awareness and increase the possibility of the audience responding to a 
specific call-to-action.   
Research Questions:   
• What kinds of emotional appeals do each organization employ in their print 
advertisements?  
• What are the similarities and differences between the two nonprofits’ deployment of 
emotional appeal in their print ads?  




Chapter 3. Methodology 
According to Doan (2017), the concept of rhetoric has been one that has held much value 
from the time of Aristotle (384-322 BC). In its initial stages, rhetoric was used to “help citizens 
persuade their audience to secure their rights to democracy”; today, however, “rhetoric is used in 
the business field to influence consumers’ decisions” (p. 31). Regardless of the form it may take 
in present times, rhetoric has always been used to appeal to the masses in some capacity. The 
modes of appeal associated with this persuasive tool include ethos, pathos, and logos. Ting 
(2018) notes that these modes of persuasion are conveyed through ethics, emotions, and 
rationale. These three modes each stand independently but can typically be intertwined when 
trying to persuade the consumer. Aristotle shared in his original writings concerning rhetoric that 
emphasis should be placed on the author, the argument, and the reader (Varpio, 2018). When 
taken together, these facets lay the foundation for effective persuasive tactics.  
Ethos refers to the character or reputation of the writer. Varpio (2018) notes that “it refers 
to the character of the writer, including his/her credibility and trustworthiness. The reader must 
be convinced that the author is an authority and merits attention” (p. 207). Ethos appeals to one’s 
credibility and trust in the speaker/writer. Often in advertising the indicators of this are shown 
by: (1) appealing to similarities with one’s audience, (2) showing respect, or (3) using 
ingratiation or self-criticism (Ting, 2018).  
 Pathos refers to the emotional response elicited in the reader or viewer. Within the 
framework of advertising, “the elements that make up Pathos include music and emotional 
images” (Doan, 2017, p. 31). In its simplest form, pathos appeals to emotions. Indicators of this 
include mentioning feelings, using emotive words to manipulate feelings, and mentioning values 
that trigger an individual's emotional state in hopes of persuading (Ting, 2018).  
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Logos refers to the use of logic. Varpio (2018) suggests that “it is an appeal to rationality, 
referring to the clarity and logical integrity of an argument” (p. 208). In essence, logos is rooted 
in the notion of logic and clear reasoning. Logos appeals to reason and uses several indicators to 
justify the means, including using argumentation, questioning, justification, claims, data, and 
examples (Ting, 2018). Below (figure 1), is an example of the Rhetorical Triangle as identified 
by Aristotle. 
Figure 1.  
Rhetorical Triangle by Aristotle  
LOGOS  
ETHOS    PATHOS  
 
While ethos, pathos, and logos were born from the classical understanding of rhetoric, 
modern forms of mass communication and persuasion can also be understood using the three 
models of persuasive appeal. Alongside these three modes of rhetoric used in advertising, there is 
also visual rhetoric; however, it is not independent of three modes of persuasive appeal. Visual 
rhetoric is referred to as “a form of communication that uses images for creating meaning or 
constructing an argument” (Doan, 2017, p. 31). Non-profit organizations in their advertising and 
marketing schemes use many visual aids to communicate their message to the public. This is 
displayed through its inbound marketing—paid, owned, and earned media. Doan’s (2017) study 
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mentions that visual metaphors are a “common rhetoric, which presents in 43% of 
advertisements” (p. 34). Various forms and functions of visual rhetoric are often employed to 
arouse a certain state of emotion in a target audience for strategic purposes.   
The use of rhetorical appeals in advertising has a direct relation to all three modes of 
rhetoric, mainly pathos. Doan (2017) notes that “rhetorical figures itself are not meant to convey 
semantic information. It focuses primarily on the implications of the way information is 
conveyed” (p. 32). In addition to the ways in which the information is conveyed, it is imperative 
for advertisers to select the ideal time for their content to be released. This concept of 
strategically releasing content during a specific period in time is referred to as kairos: Kairos is a 
Greek term that refers to an opportune time. According to Brinks (2019), “effective use of kairos 
strengthens your persuasion ability by considering how people are already feeling based on 
context” (para. 33). These facets, alongside visual rhetoric, have a strong presence in 
advertisements—most notably in nonprofit advertisements.  
To answer the research questions, here, I conduct a rhetorical analysis of various artifacts 
created by The Susan G. Komen Breast Cancer Foundation and the American Cancer Society. I 
selected eight print advertisements (four from each nonprofit) by way of purposeful sampling. In 
choosing adverts from two of the largest and most well-known cancer research/advocacy 
organizations, and given the limited scope of this study, it provides a solid foundation upon 
which future research might build and expand. Because of the sampling method here employed, I 
will not make claims of causation nor correlation, nor either discuss apparent effectiveness of the 
ads. The purpose is to, rather, tease out the ways in which these organizations appeal to 
constituents’ emotions for strategic purposes. The first step in this process will be identifying the 
context of the artifacts. This is inclusive of identifying what the artifact is and what it says. 
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Second, identifying and describing the rhetorical situation, i.e. the audience, author, purpose, and 
chosen medium. Third, connecting the claims, support, and warrants of the artifact. Finally, 
























Chapter 4. Findings & Analysis  
This research employs rhetorical analysis to investigate how the two cancer organizations 
leverage emotional appeals in their print ads. The analysis cites instances of the use of rhetorical 
devices—such as personification, repetition, and imagery—in print advertisements by the Susan 
G. Komen Breast Cancer Foundation and the American Cancer Society. In the analysis, I also 
describe the relationship between rhetorical devices and rhetorical appeals: namely, pathos, 
ethos, logos, and kairos. I include a total of eight artifacts in the analysis; four from each 
organization. The four ads from the Foundation represent two different campaigns (two ads 
each), and the same for the Society. It is important to note that print advertisements were chosen 
over other forms of media because it is static. Research has shown that “92% of 18 to 23-year-
olds think it is easier to read printed material than digital material [...] consumers exposed to 
print ads were 34% more trusting of them compared to the digital counterparts’ (Berard, 2019, 
para. 8).  
 For each artifact, I first establish the broader context in which the advertisement was 
published. Next, I identify instances in which the ad employs rhetorical devices, such as 
personification, imagery, and repetition. Then, I describe how each of those devices function as a 
rhetorical appeal—to pathos (emotion), ethos (credibility), and/or logos (logic)—to persuade the 
target audience. While each of the appeals play a specific role in the organizations’ persuasive 
tactics, emphasis is placed on pathos. In the forthcoming chapter, I discuss why appeals to pathos 
are so prevalent in these types of ads. The purpose of the analysis is to suggest relationships 
between rhetorical devices used, the types of rhetorical appeals they engender, and how they 
function together to make an argument; specifically, how they work to forward a call-to-action 
for the two organizations’ constituents. Each artifact will be listed in chronological order. The 
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first set of artifacts that will be analyzed will be from the Foundation. This will be followed by 
the Society’s print ads.  
 The first campaign was launched by the Foundation in 2012 and was called “I am Susan 
G. Komen for the Cure.” The Foundation’s rebranding in that campaign was in response to the 
controversy surrounding the nonprofit’s choice to discontinue its financial support of Planned 
Parenthood. In 2017, the Foundation launched another campaign: “More than Pink.” This 
campaign was geared towards raising awareness for women with metastatic breast cancer.  
Similarly, the American Cancer Society launched two major campaigns: “Making Strides 
Against Breast Cancer” in 2017 and “Younited” in 2019. Both campaigns were focused on 
raising awareness and funding for the organization and did so in large part by organizing “cancer 
walks.” These events were promoted in the Society’s print ads during that time, which are the 
focus of this analysis. However, through the use of print ads, social media, and influencers, the 













Figure 2.  




This artifact is a print advertisement released by the Foundation during breast cancer 
awareness month, in October of 2012. The timing of the “I am Susan G. Komen for the Cure” 
campaign is an appeal to kairos; that is, launching this campaign at an opportune time. The target 
audience for this campaign included those either directly affected by breast cancer (i.e. patients 
or family/friends of patient), and those who are indirectly affected by it. The purpose of this 
advertisement is to raise awareness and funding (through donations), and to do so by shedding 
light on the emotional state of a patient dealing with stage IV breast cancer.  The print ad tells the 
story of Bridget Spence, a college student who was diagnosed with the disease and was told that 
there was no hope for her case, but the Foundation felt otherwise. Through Bridget’s story, the 
Foundation was able to raise awareness on the issue of cancer and provide a sense of hope 
through this narrative. 
As noted above, the Foundation employs various rhetorical appeals in its strategic 
messaging. While there is no direct appeal to logos, the ad leaves room for viewers to make their 
own analysis of its validity and conclude that the work the organization is doing is great — 
needing further support. The imagery suggests that the cancer patient is hopeful and optimistic 
for her future fight with the support of the nonprofit. If this nonprofit has the ability to put a 
smile on the cancer patient’s face, then there is a possibility of giving hope to other cancer 
patients. Such an appeal makes the case to readers that they should take action to support the 
organization, despite the lack of quantitative evidence to support its claim.   
The appeal to the nonprofit’s authority (ethos) is evident in this ad. First, the Susan G. 
Komen logo is placed in the right-hand corner of the ad, which serves as a reminder to the 
reader, a sort of visual cue, that reinforces the Foundation’s ethos and brand. Second, Bridget's 
quote is followed by her signature, which further validates trust in the nonprofit. The patient’s 
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signature adds value to the artifact by making it more personal and building trust in the audience. 
By allowing the nonprofit to use her photograph for the print ad shows that she is testifying to 
the organization's values. Third, alongside Bridget’s signature, the photograph shows her 
wearing the Foundation’s breast cancer pin. By telling Bridget’s story, the Foundation instills a 
hopeful confidence in their work, therefore reinforcing their ethos in the mind of the reader. 
The visual representation of a cancer patient, here again, is an appeal to pathos. In this 
portrait shot, Bridget seems hopeful and optimistic in both expression and language. One type of 
rhetorical device that is much employed across the Foundation’s campaigns, especially, is 
personification, which is an attribution of a human characteristic given to something that is 
nonhuman (Delbaere, McQuarrie, & Phillips, 2013). In this specific artifact, personification 
draws on the experience of an individual cancer survivor (Bridget) to illustrate the lifesaving 
work the Foundation does. By placing a face and individual story in this advert, the Foundation 
personifies the fight against cancer, which in turn appeals to the readers’ emotions. In Bridget’s 
story, she notes: “they told me there was little hope. They clearly don’t know me.” The language 
used, here, to reinforce Bridget’s experience, is an example of repetition — another type of 
rhetorical device that relies on alliteration or repeating sentence structure to emphasize a point.  
The nonprofit’s call-to-action further appeals to viewers in an emotional way: “Help cure 
breast cancer and save women’s lives.” This language makes the reader a part of the journey and 
implies that their assistance by donation or support could possibly save a life. The implication 
here goes beyond Bridget’s story; the appeal is to all women with breast cancer. Finally, the use 
of the color pink (the universal color for breast cancer)—whether font color, Bridget’s clothing, 
the brand’s logo, or the pin on her shirt—are examples of the imagery being rhetorically 
employed. The use of these rhetorical devices in each advert is necessary as it is used in order to 
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appeal to ethos, pathos, and logos. The campaign focused on four women from different 
backgrounds who share in their fight against breast cancer. The ads released by the nonprofit 
used positive emotions to communicate its key message. Similarly, the following artifact tells the 
story of Alantheia, a New York native and grandmother, who fought for her children and 
grandchildren. This print ad, much like the others in this specific campaign, rely on personal 

















Figure 3.  




 Like the ad that features Bridget, this one was also a part of the “I Am Susan G. Komen 
for the Cure” campaign that launched in October 2012, during Breast Cancer Awareness month. 
This specific artifact was featured in Essence magazine, among other publications. Essence 
magazine’s target demographic is women of color. By placing Alantheia’s story in the magazine, 
it not only appealed to the demographic but provided women of color with information 
concerning being tested. Much like the former (Bridget’s Story), the purpose of this 
advertisement is to raise awareness and funding. The print ad tells the story of Alantheia Pena, a 
grandmother who was diagnosed with breast cancer. She notes that her grandchildren are not 
aware of her sickness and fight with breast cancer. A nonprofit center partnered with the Susan 
G. Komen Breast Cancer Foundation, and assisted Alantheia with treatments and surgeries. 
Through Alantheia’s story, the Foundation was able to shed light on the assistance given to a 
cancer patient, furthering their mission to increase awareness and support. 
The Susan G. Komen Breast Cancer Foundation employs various rhetorical devices in its 
strategic messaging in order to make an appeal to ethos, logos, and pathos. This artifact, similar 
to the former, lacks a direct appeal to logos. The print advert provides readers with the ability to 
determine the rationale of its content. The imagery suggests that the cancer patient is hopeful and 
optimistic for her future fight with the support of the nonprofit. Alantheia’s positive outlook on 
her fight with cancer, provides a sense of hope for others.  This in turn would persuade the 
viewer to support the organization without statistical backing or support. 
The appeal to the nonprofit’s authority (ethos) occurs several times in this ad. First, the 
Susan G. Komen logo is listed in the right-hand corner of the ad, verifying its authority. Second, 
Alantheia's quote is followed by her signature, which further validates trust in the nonprofit. By 
allowing the nonprofit to use her photograph for the print ad shows that she is testifying to the 
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organization's values. Third, alongside Alantheia’s signature, in the photograph she is wearing 
the Susan G. Komen breast cancer pin. Similar to Bridget’s ad, in this one the Foundation 
instills, the Foundation instills a hopeful confidence in their work, therefore reinforcing their 
ethos in the mind of the reader. 
The visual representation of a cancer patient, here again, is an appeal to pathos. In this 
portrait shot, Alantheia, the cancer patient, seems hopeful and optimistic in both expression and 
language. This, much like the previous advert, this one also employs personification to project 
and reinforce a message of strength. Alantheia’s language in this ad shows viewers that she is 
hopeful and willing to put up a fight against cancer. “My grandchildren don’t know about breast 
cancer. My grandchildren don’t know how hard I've fought. But my grandchildren know that I’m 
here.” Another rhetorical device, repetition, is also employed in this ad. The use of repetition 
here shows readers that Alantheia was not willing to give up and her reason to fight was her 
grandchildren. This language not only appeals to one’s quality of life, but also to life expectancy, 
and would then encourage viewers to donate to this cause as it can help to save a life. 
The final two artifacts from the Susan G. Komen Breast Cancer Foundation were released 
in 2017. These print adverts share two very different stories. The first tells the story of Valynda, 
a cancer patient. This advert is followed by Oscar De La Hoya’s story and commitment to the 
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In 2017, the Susan G. Komen Breast Cancer Foundation, alongside the Dalton Agency, 
created and launched a PSA campaign to raise awareness for stage IV metastatic breast cancer 
(Olenski, 2017). The Foundation created the idea for this campaign and the Dalton Agency 
developed its creative vision. Similar to the former campaign, the purpose of this advertisement 
is to raise awareness and funding (through donations). The advert first establishes the importance 
of the issue by stating that “more than 40,000 women and men in the U.S. are expected to die 
from breast cancer,” and then follows with a call to action: “but they need your help to fight the 
terrible disease that claims so many of our loved ones. You are the hope for ending the breast 
cancer that kills. Give to research. Save Lives.” The Foundation leads by providing the reader 
with the prompt to donate to the cause, such as citing statistics to emphasize how many people 
die from breast cancer. Using data in this way is a rational appeal—logos in the rhetorical 
triangle. 
The ad establishes ethos by strategically placing the Susan G. Komen logo at the bottom 
right - indicating that the message in the ad is coming from the Susan G. Komen Breast Cancer 
Foundation, which is a well-known nonprofit organization. The headline of the ad mimics the 
colors of the Foundation’s logo to reinforce its brand identity to suggest to the reader that the 
argument in the text is from Susan G. Komen, thereby establishing ethos. 
The visual representation of a patient in the ad is an appeal to pathos; that is, a means to 
elicit an emotional response in the audience. In the advertisement, Valynda, the cancer patient, 
looks sad.  By humanizing the disease, and especially by showing an individual whose hair has 
fallen out due to treatment, the ad is intended to make the reader feel sympathy for all breast 
cancer patients, and in so doing make them more likely to donate to the Foundation. The 
advertisement mentions that cancer is a terrible disease that has claimed so many of “our” 
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(inclusive language) loved ones. The imagery depicted and language used creates feelings of 
nostalgia for the reader. Similarly, the ad uses language such as “you are the hope” and “save 
lives” as a call-to-action to draw the reader in. This makes the viewer feel important and 
included in this process, which makes them more likely to support the Foundation’s cause. The 
emotions derived here are ones of hope and resilience, and the language used here warrants the 
connection between the author and the audience. 
The image provided is a close-up shot of the cancer patient. In doing so, the ad is 
attempting to stimulate a level of intimacy for the viewers by using a kind of visual language that 
relies on proximity. The assumption here is that the individual viewing this is or knows someone 
who has been affected by this disease. Finally, we can see kairos being displayed in this 
advertisement by its acknowledgment of the increased rate of potential cancer patients.  In 
addition to this, kairos is seen through the nonprofit’s timely launch of the PSA campaign during 
breast cancer awareness month in October of 2017. The implications of this encourage the reader 
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This artifact was released during the “More Than Pink” campaign launched by the 
Foundation in 2016 (during breast cancer awareness month—an appeal to kairos). This advert 
was another product of the Dalton agency and its purpose was to encourage the general public to 
support the Foundation. There are thousands of Americans who are diagnosed with breast cancer 
each year. This ad tells the story of a cancer patient through the lens of her loved ones. This print 
advertisement encourages its readers to act, donate, and volunteer to the cause. 
The advertisement features a boxing professional who explains the story of his 
involvement with the Susan G. Komen Breast Cancer Foundation. De La Hoya uses his platform 
to encourage others to donate, in hopes of providing relief and assistance for cancer patients. The 
appeal to emotion is employed by sharing his mother’s battle with cancer, this in turn displays 
the emotional toil cancer has not only on the patient but also on their loved ones. 
 The appeal to authority (ethos) is prevalent in this ad. First, by having Oscar De La Hoya 
endorse the nonprofit and stand alongside them in this fight, it shows that the organization is 
credible. Second, similar to the nonprofit’s other print ads, the logo of the organization is in the 
bottom right corner. Third, at the bottom of the ad, there is a list of sponsors who further endorse 
the credibility and validity of the organization’s claims. 
 In the ad, De La Hoya is pictured in a fighting stance, alluding to positive emotions such 
as hope and a willingness to fight. While his mother passed from cancer, he is still fighting for 
those suffering from this sickness. De La Hoya’s stance is an invitation to readers to get involved 
in this fight against breast cancer. The call to action here prompts readers to act, donate, and get 
involved. Audiences will be emotionally drawn into this ad as it shares the story of one’s fight 
with cancer from the perspective of a loved one. Cancer not only affects the patient, but also 
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their loved ones. The implication here is that cancer patients are not alone in this fight, which 
further evokes emotions of hope in their fight against cancer and for their quality of life. 
 Emotional appeals are often used in media advertisements; most notably in nonprofit 
advertising. The Foundation utilized both rhetorical devices and appeals to strengthen its 
message. The first campaign analyzed, focused heavily on the use of rhetorical devices such as 
personification, imagery, and repetition to appeal to ethos, pathos, and logos. The emotions 
conveyed from the ad evoke feelings of hope and joy. Print adverts from the second campaign, 
provided a different approach from the former. While both campaigns provided narratives, the 
first campaign focused on personal testimonials and the latter on calls-to-action. The “More than 
Pink” campaign provided readers with statistical data and information on joining in the fight 
from the perspective of a patient’s loved one. 
 Unlike the Foundation’s narrative approach to its strategic messaging, the Society focuses 
more on text and calls-to-action. Both campaigns maintain a communal approach —standing 
united for the cause —which then prompts the audience to respond. These campaigns do not 
display the rhetorical devices mentioned above in the ways that the Foundation does, however, 
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Figures 6 & 7 were released by the American Cancer Society in 2017, during Breast 
Cancer Awareness month. The launch of this campaign and initiatives during such an ideal time 
appeals to kairos. The purpose of the ad was to promote awareness and support for the 
nonprofit’s walk for cancer. This walk celebrates and honors survivors as well as those who lost 
their loved ones to cancer. In these print ads, similar to those mentioned above, the organization 
establishes ethos by strategically positioning their brand logo at the bottom of the image. 
Pathos is prevalent in both ads, as both project feelings of joy, happiness, and positivity. 
The imagery shows photographs of previous walks held by the nonprofit, with cancer and non-
cancer patients standing together for a cause. The colors used in the image are light and pay 
homage to the cause. The language in both print ads are similar, but powerful. Both artifacts lead 
with the quote “Share your hope, so no one walks alone.” This language prompts the idea of 
inclusion for all. This is followed by a call to action by the Society, encouraging its audience to 
join in making strides against breast cancer. In addition to this, the nonprofit encourages the 
audience to donate. The implications of this is for every dollar raised, the organization is closer 
to making bigger strides in research, early detection, and support. 
 In 2019, the Society launched the “#Younited” campaign, which is geared towards 
cancer patients and their loved one’s standing united for the cause. This campaign, unlike the 
former, uses candid photographs of cancer patients to be the face of the campaign. While the 











Figure 8.  
 


















Figure 9.  
Younited print ad by the American Cancer Society 
 
 
In the Fall of 2019, during breast cancer awareness month, the American Cancer Society 
launched a campaign called #Younited. The strategic placement and launch of this campaign is 
an appeal to kairos. This campaign's purpose is to raise awareness in the fight against breast 
cancer. Both ads carry with it the name of the campaign, across the chest of the cancer patients. 
The credibility of each ad is shown through the presence of the Society’s logo.  
Pathos is prevalent in both print ads. Both cancer patients seem hopeful in their fight 
against cancer and the imagery is powerful in its depiction of patients and supporters united for a 
common cause. The photographs shown across the upper chest and abdomen (in black and 
white) display previous marathons hosted by the nonprofit organization in hopes of raising 
awareness and funding to further breast cancer research.  
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Written on top of these collages is the name of the campaign #Younited (in pink—which 
represents breast cancer), which not only plays on the imagery, but also sends a subtle message 
to the viewer that cancer patients are not alone in this fight. Figures 8 and 9 use inclusive 
language: “what unites us, ignites us.” The implications of this points to breast cancer uniting 
viewers as a community, but also being the factor that will cause viewers to act, fight, volunteer, 
and advocate for cancer patients. Figure 9 provides viewers with a call to action, that is joining in 
the fight against breast cancer. Both adverts employ the use of personification in an effort to 
appeal to pathos—that is, the emotion of the reader. It is important to note however, the use of 
this rhetorical employed in different ways between the Foundation and the Society. This advert 
personifies the fight against cancer as a communal effort, whereas the Foundation uses individual 
patient testimonials. By using two cancer patients who seem hopeful, in spite of their fight with 















Chapter 5. Discussion  
In 2017, a study was conducted by CBS News to identify the significance of cancer and 
its effects, which revealed that 54% of Americans have been or know a family 
member diagnosed with cancer. Regardless of the type of cancer, this sickness is one that is 
aggressive and takes a toll on the human body. Cancer research and advocacy centers are aware 
of the emotional rollercoaster the disease takes on the patient and their loved ones. With these 
factors in mind, these organizations are able to construct messages that raise awareness for this 
cause, support families, and garner funding for research.   
The Foundation and the Society are two of the largest nonprofit cancer foundations in the 
United States. While the former focuses solely on breast cancer and its various forms, the latter 
targets several types of cancer. Both nonprofits, however, in their strategic approach and 
communication, have found ways to connect with their audiences in hopes of fulfilling their 
respective missions. Previous research confirms that nonprofit organizations must raise funding 
to remain afloat. Therefore, through the use of print advertisements and other forms of strategic 
communication, nonprofit organizations are able to construct messages that appeal to target 
audiences for a specific purpose or purposes—usually a call-to-action such as donate money or 
volunteer time.   
My rhetorical analyses suggest two major similarities between the organizations’ 
emotional appeals. First, the emergent themes are dependent on the types of rhetorical devices 
employed. Each of these nonprofits were able to illustrate themes through shared rhetorical 
devices and appeals. This study highlights the use of rhetorical devices and appeals for the 
purpose of emotionally incentivizing donations. In addition to the types of rhetorical devices 
used, the second recurring theme that emerges from the analysis is that both organizations’ 
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employ consistent messaging across advertisements. As mentioned previously, nonprofit 
organizations construct messages that appeal to its audiences in hopes of a favorable response. 
The study shows that there is consistency in both organizations’ messaging:  to act and donate. 
Through the use of similar rhetorical devices (such as personification, imagery, and repetition), 
and keeping the content of the messaging consistent, the organizations attempt to raise support 
for their work and mission.  
The analysis reveals certain emotional themes that function together to persuade the 
audience to respond to the calls-to-action. These themes were strategic for the communication of 
various messages by the nonprofits in the study. The Foundation and the Society provide readers 
with a sense of connection to the ads by evoking emotions of hope, defiance, and happiness—all 
of which prompt a call-to-action (act, donate, get involved). The recurring theme of hope is a 
common trope that is relevant to the work and mission of both nonprofits. Table 1 identifies 
instances of the Foundation’s use of rhetorical devices, appeals, and the emotions evoked.  
Table 1.  
Susan G. Komen Breast Cancer Foundation’s use of Rhetorical Devices and Appeals 
Item Rhetorical Devices Most Prevalent 
Rhetorical 
Appeals 
Emotions Evoked  
Figure 2. Bridget 
Spence -“I am Susan G. 




ethos and pathos positivity, hope, joy, 
willingness to fight, 
unity 
Figure 3. Alantheia 
Pena -“I am Susan G. 




ethos and pathos positivity, hope, joy, 
willingness to fight, 
unity 
Figure 4. Valynda - 
“More than Pink” 
personification, 
imagery 




Figure 5. Oscar De La 




ethos and pathos hope, willingness to 
fight, unity  
 
Unlike the Foundation, the Society relies heavily on repeating design elements across 
most of its adverts. Each artifact mirrors the next, lacking diversity in terms of its content. The 
approach of the Foundation in comparison to the Society shows significant differences. While 
this is the case, Table 2, below, identifies the use of rhetorical devices, appeals, and the emotions 
evoked in each ad. 
Table 2.  
American Cancer Society’s use of Rhetorical Devices and Appeals 




Figure 6. “Making strides 





Figure 7. “Making strides 





Figure 8. “Younited” personification, 
imagery 
pathos unity 




As noted in Chapter 2, nonprofit organizations elicit various forms of emotions in their 
advertisements to gain a favorable response. Feelings of hope, fear, and sadness are the most 
common. Additionally, Zhang et al. (2014) suggests that emotional appeals used in cancer center 
advertisements focus on one of two things: survival or quality of life. The ads released by these 
nonprofit organizations appeal to both persuasive techniques. My analysis of the Foundation’s 
and Society’s campaigns support this claim; each ad in some way underwriters the notion that 
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survival and/or quality of life is very important. Table 3, below, illustrates the types of 
messaging and language that the ads rely on to forward such assumptions. 
Table 3.  
Persuasive Techniques: Focus on Survival or Quality of Life 
Focus on Survival Quality of Life 
Happiness, hopeful: 
 
Identified in all campaigns from both 
organizations 
Individualized care (For patient): 
 
Identified in the Foundation’s first 
campaign  
Uses fighting language (battle, fight, 
etc.): 
 
Identified in the Foundation’s first 
campaign and the Society’s second 
campaign   
Involvement of supporters & loved 
ones: 
 
Identified in all campaigns from both 
organizations  
Evoke Fear, Sadness: 
 
Identified in the Foundation’s second 
campaign 
Patient’s response:  
 
Identified in the Foundation’s first 
campaign  
 
My rhetorical analyses of the ads provide additional insight into the themes outlined in 
the tables. That is, the rhetorical devices that each organization employs—personification, 
repetition, imagery, etc.—for the most part function to appeal to the readers’ emotions (pathos). 
Those rhetorical moves, in turn, underwrite the claim that the two most important themes in the 
fight against cancer are a) survival and b) quality of life. They communicate specific messages 
and connect with the audience at an emotional level. The artifacts used images and texts as 
rhetorical devices to achieve a desired effect. While leading with feelings of hope and positivity, 
the nonprofits are able to strategically close with a call-to-action that prompts the reader to 
respond accordingly. In addition to the repetitious use of these themes, the use of rhetorical 
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devices in the print adverts enhance the richness of their claims. The ads from the Foundation 
included metaphor, personification, repetition, and imagery. Similarly, the Society used 
rhetorical devices such as imagery and personification. Imagery is used in each artifact for visual 
enhancement. Whether the ad displays a cancer patient, endorser, or a crowd, the image enhances 
the narrative. The play on words adds another level of depth and persuasion that draws the reader 
into the narrative.  
Similarities and Differences. As discussed, the Foundation and the Society employ the 
rhetorical devices of personification, imagery, and repetition to appeal to their audiences’ 
emotions. The emotions evoked are hope, defiance, and happiness. In addition, both organizations 
provided their audiences with a call-to-action. Whether audiences were encouraged to act through 
volunteering or donating money, the overall goal for both organizations remained the same.  
While there are some similarities between these organizations, the differences are 
significant. The print adverts published by the Foundation tell a story. Each artifact provides an 
account for a narrative, shedding light on the ills of cancer, how it affects both the patient and 
their loved ones. This tactic is personal and draws the reader into the narrative; which in turn, 
connects the reader to the story and persuades them to act in support of the cause.  The Society, 
in their strategic approach, only provides readers with visual aid and text. In both campaigns 
launched by the Society, the text for each ad merely replicates the content of the image. The 
organization fails to provide the reader with a narrative; rather, it simply provides them with a 
call-to-action. The use of personification is different for each organization. The Foundation relies 
on individual stories (narratives), and the Society, while it does use images of people, doesn’t 
rely on personification in the same way because they are presented as the “everyman” and 
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“everywoman”—they share their common fight against cancer, but fail to tell unique stories in 
the same way as the Foundation.  
The argument can be made that because the Foundation focuses solely on a specific type 
of cancer, more emphasis is placed on how the message is conveyed. In comparison to the 
Society’s approach, that is, a general campaign that lacks a personal touch. It’s possible that, 
because the Foundation focuses on breast cancer, specifically, they are able to construct narrative 
messaging in the ways described above. The Foundation’s consistency shares a common 
denominator that is specific enough so that the narrative personification does not exclude some 
audiences. Such an approach is more difficult for the Society, considering they work to address 
many different types of cancer. If the Society tried to use narrative personification in the same 
way the Foundation does, for example, by telling one of their constituent’s story about 
overcoming lung cancer, they may exclude patients with other types of cancer. In this way, the 
data perhaps suggest that the Society’s lack of focus on individual stories in their ads is 
intentional, to avoid this happening; or, at the very least, if unintentional, helps them cast a net as 
wide as possible.   
Personification and Unity. This study identified two major themes employed by both 
the Foundation and the Society. One theme takes on the form of a rhetorical device and the other 
in response to the emotions evoked in the print adverts. Both organizations utilized the rhetorical 
device, personification, in its strategic messaging to further drive it’s point home. However, the 
way this rhetorical device is employed, is different for each organization. For the Foundation, 
personification is used to humanize the patients fight against cancer—this characteristic is the 
same for all of its adverts. By placing cancer patients in these ads, it illustrates the lifesaving 
work on part of the Foundation. The narratives conveyed by Susan G. Komen, tell individualized 
48 
 
stories in comparison to the Society. Personification in the adverts released by the Society take 
on a different approach. The Society’s adverts personify the fight against cancer as a communal 
effort. Meaning, unlike the former, the organization does not tell individualized stories, rather it 
shows imagery of individuals in a group setting—standing together as a collective front for the 
cause. Personification in this context is important as it connects the reader with what is being 
personified (print ads). Often, it can help the reader better understand the context of the advert 
and sympathize, which in turn can lead to a positive response in relation to calls-to-action.   
 Similarly, the theme of unity is one that is recurring amongst the two nonprofit 
organizations. However, the approach utilized to convey this message is different. For the 
Foundation, unity is identified in the adverts through its language. The ads prompt readers to 
stand with cancer patients and donate in hopes of curing breast cancer and saving women’s lives. 
While the Foundation’s approach is subtle in this way, the message of unity can still be identified 
in each of its artifacts. In both campaigns launched by the Society, the language and imagery 
used points directly to unity. In the first campaign, the organization notes that readers should 
share their hope, so no one walks alone. This statement rest on top of a photograph from one of 
the organizations walks (standing on its communal approach). In addition to this, its second 
campaign the imagery displayed cancer patients with a collage of individuals standing together 
and the quote “what unites us, ignites us.” Unity, in any capacity is important, because it shows 
that individuals are willing to stand together for something, they believe in. Most notably for this 
study, unity is visualized to further the Foundation’s and the Society’s missional awareness. By 
humanizing this disease, employing the use of rhetorical appeals (pathos, ethos, logos), these 
organizations are able to gain support and raise awareness. 
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Rhetorical Purpose. It can be concluded that the rhetorical purpose is to arouse viewers' 
emotions in hopes of persuading them to yield to the call-to-action on part of the nonprofits 
strategic messaging and approach. As noted in Chapter 2, nonprofit organizations are tax-exempt 
groups, falling within the 501(c)(3) category of charities.  Funding for nonprofit organizations is 
provided by the government, private foundations, and the general public. However, in regard to 
health-related organizations, McCambridge (2019) notes that there is an estimated flat growth of 
0.1%. These statistics suggest that, in the future, additional funding will be needed to ensure that 
these types of (health-related) nonprofits remain afloat. In fully understanding the need for 
financial assistance and backing, nonprofit organizations implement initiatives through their 
missional awareness (i.e. campaigns, fundraising events) to share their message and increase 
support.  
Nonprofit organizations advertise their campaigns and fundraisers in an effort to further 
support their mission, and they often appeal to audiences’ emotions to do so. Vater et al (2014) 
notes that emotional appeals are deployed in 85% of cancer center advertisements. This 
information suggests that the use of emotional appeals in nonprofit advertisements can be 
beneficial. Roozen (2013) affirms that there are two emotional impacts that should be taken into 
account when analyzing the effects of emotional appeals in advertising: the advertisement and 
the emotions evoked from it. The response to the emotions evoked will determine the 
effectiveness of the message conveyed by the organization.  
While I don’t here suggest that emotional appeals in nonprofit advertising are always 
effective, their seeming ubiquity in Foundation and Society advertising seems to suggest some 
efficacy; if such an approach didn’t achieve desired effects, two of the largest and most impactful 
organizations in the United States wouldn’t rely on them in their campaigns. Emotional appeals 
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in advertising have the potential to evoke various forms of emotions (i.e. joy, hope, sadness, fear, 
anger, etc.). Regardless of the type of emotion evoked, these appeals can have the power to 
persuade behaviors. This study identified how nonprofit organizations employ the use of 
emotional appeals in its strategic approach and messaging. By implementing rhetorical devices, 
appeals, and modes into its marketing tactics, these organizations have the ability to fulfil its 





















Chapter 6. Conclusion 
My analysis suggests that cancer research and advocacy organizations—such as the 
Susan G. Komen Breast Cancer Foundation and the American Cancer Society—rely on 
emotional appeals in their print advertising, at least to some degree, in order to appeal to their 
constituents’ emotions and solicit calls-to-action. As discussed in chapter II, the majority of the 
funds received by nonprofit organizations come from private foundations, government agencies, 
and the general public. In scenarios where the organization is in need of additional funding, these 
nonprofit’s launch campaigns and fundraising events in hopes of gaining a favorable response. 
These nonprofit organizations often employ the use of advertising as a means to communicate 
with target audiences and the general public.  
Roozen (2013) suggests that emotional appeals are more often employed in nonprofit 
advertising than in for-profit campaigns. This implies that nonprofit organizations are more 
inclined to focus on emotions in their strategic messaging; although, the study noted that there is 
limited research surrounding the effectiveness of the message. While Roozen’s study stands by 
its claims, it can be argued that the use of these emotional appeals are effective as 85% of cancer 
centers utilize these appeals in their adverts (Vater et al., 2014). Regardless of this factor, 
nonprofit’s employ varying ranges of emotions: happiness, anger, fear, sadness, hope, etc.  
While nonprofit advertising employs the use of various emotions in hopes of gaining a 
favorable response, emphasis is placed on the overall goal, that is, its missional awareness. For 
both organizations in this study (the Foundation and the Society), the missional act is focused on 
raising awareness and calls-to-action. These calls-to-action provide readers with the opportunity 
to act, donate, and/or volunteer.  
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A rhetorical analysis was conducted to identify instances of emotional appeals in the print 
adverts of the Foundation and the Society. Findings from this study made note of each cancer 
organizations deployment of rhetorical appeals and devices. Each organization used various 
rhetorical devices—personification, repetition, imagery, etc.—to appeal to pathos, ethos, and 
logos. While both organizations focus on conveying their strategic through the use of emotional 
appeals, it can be concluded that the Foundation’s artifacts employ these devices and appeals 
more. The argument can be made that because the Foundation is focused on a specific type of 
cancer, their advertisements would be more personal versus the Society who focuses on several 
types of cancer.  
Findings from this study revealed a number of interesting facts. First, the study identified 
a common rhetorical device across all campaigns from both organizations: personification. 
Although this device was common amongst the organizations, its use differed. The same claim 
can be made for the use of other rhetorical devices throughout the analysis. Another major 
finding from the study revealed three major emotions evoked from the print adverts, they are: 
hope, defiance, and happiness. While previous studies such as Roozen (2013) have noted that 
sadness is the most common emotion seen in these types of adverts, this study identifies positive 
emotions. Finally, this study showed the variation in strategic approach’s conveyed by two 
cancer organizations (the Foundation and the Society). The Foundation’s approach included 
telling personal stories and testimonials while the Society’s strategic messaging is generalized.  
Limitations of Study 
  Given the nature of this study, the rhetorical analysis did not provide grounds for 
measuring the impact of the print adverts. Perhaps, expanding the body of data (artifacts), 
utilizing various forms of content (print ads, social media, videos, etc.) including more 
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organizations, or going further back in time to retrieve more data from each organization 
previous works, it could provide significant findings. The study focused on identifying instances 
of emotional appeals in the Foundation’s and the Society’s strategic messaging, as a means to 
provide suggestions for future research. 
Recommendations for Future Research 
 This study provides grounds to conduct future research for emotional appeals in 
advertising in other areas outside of nonprofit advertising. These studies would not only be able 
to identify how these appeals are employed, but how it is translated by viewers of the content. It 
would even be possible to conduct a study to identify the dissonance between affective and 
cognitive messages. Additionally, identifying the kinds of emotions that are most effective in 
nonprofit advertising (positive/negative). In future, exploring positive and negative emotions in 
nonprofit advertising, then concluding on which is most effective.   
Future studies can employ the use of other methods of research (focus groups, 
experiments, content analysis, etc.) that would provide grounds to measure the frequency of 
themes, success, and effectiveness of a campaigns. Another potential route that can be taken for 
future studies is to identify the relationship between gender and emotional appeals in nonprofit 
advertising; specifically, breast cancer. Similarly, a study can be employed to identify instances 
of Eudaimonic appeals, that is, human appeals—self-realization.  Finally, building on this study, 
a data analysis can be used together with this research to analyze the impact of the print adverts 
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